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ABOUT ENVIRONICS ANALYTIGS

We help clients achieve their business objectives
by delivering actionable customer and market insight
grounded in data and analytics.

* Foundedin 2003
e 3,000+ clients across every industry sector

e 220+ employees: geographers, statisticians,
mathematicians, modelers, marketers and
business strategists

e Part of the Environics family
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ABOUT ENVIRONICS ANALYTICS

* Privacy-Compliant, * EA standardized  Evaluate analytics
Reliable Databases analytical processes readiness
20,000+ data points for * Project work by EA * Datal\ |
o digi e Analytical processes
ZIP+4s (US) & six-digit « ENVISIONS tool for ool

postal codes (Canada) self-serve analytics e Skills

* Use in your
environment

* Measurement plans

Training, support,
knowledge transfer
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ENVIRONICS
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PRIZM PREMIER SEGMENTATION

* 68 segments within 14 Social Groups or
11 Lifestages

» Uses predictive demographics optimized
around a wide variety of consumer
behavior, shopping patterns, and media

preferences PRIZM

_ _ Premier
* Household-level drivers are age, income,

assets, technology use, kids/no kids,
own/rent, etc.

* Segment assignments available for all
levels of geography
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PRIZM PREMIER — MULTIPLE LEVELS OF INSIGHT

PRIZM
Premier
Distributions

Find and Define

PRIZM
Premier
Consumer

Profiles

PRIZM
Premier
Directory

Encode and Engage




PRIZM PREMIER — LEVEL ONE
7 orizm

[ | Premier
Distributions

Find and Define your key customers and best prospects
- Provides insights into who your customers are, where they live, what they do and
how they think

1.

PRIZM
Premier
Consumer

Profiles

PRIZM
Premier
Directory
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FIND AND DEF™

PRIZM Premier Profile | Trade Area

Trade Area: Nodneast Housenolds: 11
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PRIZM Premier Profile | Top Segments

Trace Area: Norea: Housenoids: 11

Demographics | Affluence & Education

Trade Area: Mo

Population

EDUCATIONAL ATTAINMENT. TOP 2* EDUCATION:

ISPANIC/LATING

2.9%

HOUSEHOLD INCOME HOUSEHOLD INCOME DISTRIBUTION

n 5 e - -
= =) -

Median Household Income

$69,342

Income

Average Househ

$101,499

e

POVERTY STATUS

89.7%

— U 10

%

0,
Top 5 segments represent 22 . 3 /0 of households in Northeast

PRIZM Premier
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PRIZM PREMIER — LEVEL TWO

PRIZM
Premier
Distributions

PRIZM
Premier
Consumer

Profiles

- What they read, watch, listen, consume, drive, engage in and more

PRIZM
Premier
Directory
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UNDERSTAND AND IDENTIFY

ENVIRONICS

Consumer Profiles | Media Overview

Target Group:Group 1 (03, 08, 08, 12, 17)

8 RADIO Listener Index: Q TELEVISION Viewer Index: 100 NEWSPAPER Reader Index:
Top Radio Network Top TV Network Top Newspaper
CBS News, News/Talk OuterMax Washington Post Sunday
Index: Index: 1€ Index: 2¢
Top Formats® Top Program Types® Top Sections Read*

Soncor Muse

B - “

W Target Group M Benchmark

INTERNET User Index

MAGAZINE Reader Index: ! g DIRECT/OUTDOOR
S
Top Reading Method Top Internet Service Provider Commuting Time (one way)
e-reader or tablet Verizon FiOS or DSL Do not usually commute
Index: Index: 1 Index:

Top DM Formats Used*

Top Titles* Top Activities*

129%

Chicago Trbine.  Kiping Architectura) Digest
Sunday 3

Finance
W taget Group B Benchmark Trade Area; Northeast

Expenditures | CY Consumer Buying Power Overview

Consumer Units: 1

926,717 | Households: 11,61

ENVIRONICS

Consumer Profiles | Sports & Leisure Overview - Attend/Participate

Target Group: Group 1 (03, 06, 08, 12, 17)

Top Events & Local Attractions - Attended*

Times Square (New York City) Symphony concert, opera, etc. Live theater Art museum
Index: 187 Index: 1/¢ Index: 10 Index:
% Comp: 26.9 Sle % Comp: 24.8 % Comp: 62.8 % Comp: 40.1

Top Sports Events - Attended*

National FlfcdLeague (NHL) Major League Baseball (MLB) National Football League (NFL) Single-A Minor League Baseball
s — i ey ”
Index: | 54 @ Index: 172 & ] Index: 145 @ Index: 141
% Comp:13.5 % Comp:47.1 [@ % Comp:16.9 N> % Comp:6.2
Top Leisure Activities - Participated*

Golf Snow skiing - snowboarding Yoga - pilates Hiking - backpacking

Index: 109 Index: | OU Index: |9« Index: | £/
% Comp: 32.0 % Comp: 11.4 % Comp: 28.! % Comp: 44.7

Copyright © 2018 by Environics Analytics (EA). Source: Claritas Consumer Profiles 2018, Income Producing Assats
Profiles 2018, Net Worth Profiles 2018, GfK MRI Profiles 2018, PRIZM Premier 2018, Claritas.

Benchmark:United States

*Chosen from index ranking with minimum 5% composition Index Colours: <80 80-110__ | RNNHORN|

Analytics (EA). Source: Claritas C
th Profiles 2018, GIK 1

Copyright © 2018 by Enviror
Pro

Benchmark: United States

*Chosen from index ranking with minimum 5% comy

Housing

40.1%
ndex 108

$27,882

Index

Healthcare

gﬁg 7.5%

$5,229

Index: 106
Education
ﬁ{] 3.7%
000 Index

$2,593

Inaex

Transportation

£3 16.8%
Index 89

$11,719

ndex 104

Entertainment

$3,690

ndex.

Cash Contributions

3.3%

Index: 85

$2,306

ndex: 98

Total specified consumer expenditures: $830,245,603,022

Food

13.7%

Index: 98

$9,515

Index

Apparel & Services

iﬁ 39%
$.2,742

Miscellaneous Fees & Expenses

R4 A
5 16%
A

Index:97

$1,144

Index
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PRIZM PREMIER — LEVEL THREE

PRIZM
Premier
Distributions

PRIZM
Premier
Consumer

Profiles

PRIZM
Premier
Directory

Encode and Engage individual customers

- Drive systematic business engagement through a segmentation framework that
enables more personalized communication, tailored messages and product offers
that resonate with target
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ENCODE AND ENGAGE

Existing Customer Customer Media
Engagement Experience Planning

Location New Customer
Strategy Acquisition
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PROJECT BACKGROUND

Government Ownership Customer Experience Index
-4— 0 ® @ @ o
i 70% N 15%

* (Capacity constraints

e Debt load

Energie NB Power e Smart Grid in development

e No Smart Meters
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PROJECT BACKGROUND

Corporate Mandate
*  60MW peak reduction over 3 years
*  600MW peak reduction by 2038

ReS|dent|aI Objectives

Energie NB Power
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OUR SEGMENTATION CHALLENGE
296,948 households

What are they doing? Why are they doing it? How do we get them to change?

|

Energy Usage Behavior Geodemographics Attitudes and Values
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THE NEW SEGMENTATION APPROACH

296,948
Service
Customers

3,201
CEIl
Surveys

4,788
Energy
Planning
Surveys

Source of
Heating
Outages

[

Postal
Code

[

4 ‘ DemoStats

Demographics

Demographic, economic, and geographic
information

PRIZMA

SEGMENTATION

Socio-demographic clusters

— 1 Socio-demographic segmentation

SocialValues

Psychographics

Motivation and social relations to
understand Canadian’s mindset

Opticks

Powered by PMB

/§

Media consumption purchasing

© 2018 Environics Analytics

Print readership, non-print media
exposure, product usage and lifestyles




THE NEW SEGMENTATION APPROACH

296,948
Service
Customers

3,201
CEl
Surveys

4,788
Energy
Planning
Surveys

Source of
Heating
Outages

N

Postal
Code

N

4 1 DemoStats

Demographics

PRIZMA

SEGMENTATION

Socio-demographic clusters

SocialValues
Psychographics

4 Opticks
Powered by PMB

Media consumption purchasing

— —_—
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Segment 1 I Segment 2
Segment 4 I Segment 3

Energy Behaviour Segmentation

Energy Values Personas

|
o

Energie NB Power

Business Applications

ENVIRONICS



THE NEW SEGMENTATION APPROACH

Energy Usage

o

M Enviro-Minded

Energy Values

- g

B Financial Straits Giving Back

it v

B Neighbours W Sacrificers

e Urban
e Mid Income
* Renters

e Rural
* Homeowners

 Rural
* High Income
* Renters

e Urban
* French
 Homeowners

Geodemographics

© 2018 Environics Analytics




WHO ARE OUR CUSTOMERS?

R2: Rural French

R1: Rural English

NB Power
Energy Usage
Distribution

© 2018 Environics Analytics



HOW DO WE RESONATE WITH THEM?

Energy Values Distribution

R1

ul

u2

u3

R2

Al

Total NB Power Customers

»
>
>
>
>
bad
>

& - 9 f v 9

M Enviro-Minded M Financial Straits W Giving Back B Neighbours M Sacrificers B Unengaged
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SEGMENTATION BY THE NUMBERS

Energy Values Segments (by households)

% NB
Energy Usage Power -
Behaviour Segments LT v
usage Enviro-Minded Sacrificers
27% 9,549 2,357 63,645 3,929
23% 7,582 13,998
Ul
10% 4,778 15,458 4,778
U2
14% 10,547 17,139 16,700
19% 16,235 26,872
R2
7% 12,805 1,280 4,162 3,201 10,564
Al
Total NB Power 100% 53,210 67,243 14,661 15,816 70,240 76,841
customers
Green but not Financial Green, Financially| Not Green and G;iir;'e::;aan:éal Not Green and
Resonating message Socially concerns but not| secure, Socially Socially Sociall not Socially
responsible Green responsible responsible .y responsible
responsible

*# of households

ronics Analytics

- Indicates the Energy Values Persona were not detected in the segment

© 2018 Envi



BRINGING THE NUMBERS T0 LIFE

Segmentation Data

* 6 Behaviour Segments
* 6 Energy Personas
 QOver 1,000 Variables

Operationalize

* Internal understanding

 Opportunity identification

 Dataintegration with IT

Actioning

* Product Marketing

e Customer Care

 Deployment

© 2018 Environics Analytics



BRINGING R1 TO LIFE

Environics Data NB Power Data

25% 94%

Received @ Prefer to
energy audit in speak English

past 3yrs

e Y Older ' 2,223
E— Homes | wmm kwh
WhO are they? High energy usage

32% = 12%

have turn down
heat before

$67,000

Avg. HH Income

' 81%

PRIZM Segments

. Self-sufficient “back country folks” who
tend to sacrifice

. Predominately lower income, blue
collar, rural thermostats bed

Values & Attitudes How do we reach them? Media & Ad Preferences

. Community and family -riented

messaging with less emphasis on X
Pride in Country (138) technology a8
Traditional Family (135) «  Traditional media like Radio or TV
Technology Anxiety (125) * Community Events Radio (110) TV (105) News
paper (74)

Social Responsibility (123)

Confidence in Small Business (127) Why are they significant to us?

Social Learning (130)

More likely to respond to
flyer for savings (127)

. Less likely to regulate temperature in
house depending on time of day

Confidence in Big Business (73)

© 2018 Environics Analytics



R1: Rural English

OPPORTUNITY IDENTIFICATION

Leverage Community Involvement Help Customers Lower Bills

 Energy budget

* Flyer savings

 De-emphasize new technology
* DIY hands-on solutions

e Self-directed energy audit

 Town halls
 Local NB Power workers
* Play-up local environment

© 2018 Environics Analytics



ACTIONING
L5\

Energie NB Power
A P
AT N

Energy Segments
— 8 R iy
| Energy Personas
— el WD . "
2961948 HousehBldsT:
? — E S AN L A o~
Products - Customer ‘ _
Services Care . Perception
RV G & il T AT
Water heater replacement ' -

RASD literacy
Mini splits

Web design CEIl tracking
E-billing :‘ Enl\f,zlagement
. - essage

# - £\ " Lo *
r Voo X " a’ A Vy % 5 A »
Success Measurement
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SMART HABITS MESSAGING

A

High Average Low

(Positive Impact) | (Neutral Impact) | (Diminished Impact)
£ |[Environment 45% 22% 33%
M8 N dFinancial security 26% 27% 47%
Y 23% 53% 24%
19% 46%
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ANALYTICS IN AGTION




WATER HEATER RETENTION

New Brunswick Power -
Water Heater Segments A ENVIRONICS
Fredricton CSD - By Postal Code MYER A N ALY TICS

\

Enviro-Minded Giving Back
- | N |
® 10 ® 10
100 . 100
e
e Financial Straits Sacrificers
YR A
Frgde.rg,cto‘.n . 1 1
o\ o.% o e 10 10
L st : 100 100
~® Neighbours Unengaged
>
" 1 1
& 5 ® 10
h"'a ® 10
» 100
[ census Subdivision
| | Province
—— m— Highways
" ~—— Major Roads
Local Streets
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R1: Rural English

WATER HEATER RETENTION

Custom R200 Energy Star rated tank (no HCVs, no CFCs, no VOCs)
with 16-year warranty

HHs Energy Segment

7,089 Ul
3,780 U2 Energy Personas
6,810 U3
5,307 Al
14,716 R1
10,048 R2
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R1: Rural English

WATER HEATER RETENTION

Segment-driven messaging across channels

© 2018 Environics Analytics

Energy Personas Messaging Prioritization Channels
Financial Just Efficiency Service Outbound
Straits 26.20/mth | savings backed telemarketing scripts
Neighbours Just No HCV, No | Service Inbound customer
$6.20/mth | CFC, No VOC backed care scripts
. Selective bill inserts
Sacrificers Energy Just No HCV, No
savings $6.20/mth  [CFC, No VOC
Targeted flyers
- Unengaged Just Service Efficiency )
households $6.20/mth backed savings Community
' newspaper




WHAT'S NEXT. ..
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ANALYTICS THAT GOUNT

* Actionable segmentation

* Link persona, household
composition and electricity

usage

High Energy Usage

e Continually update
segmentation with
new customers

e Urban
* Renters
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QUESTIONS?
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